Introduction
The new managerial optic proposes as fundamental aim to agree on the interests of manufactures, consumers and society on the whole through a permanent collaboration in micro and macroeconomic level. The price is the basic component of marketing; this is based on the elements equally concerning the measure of entrepreneurs, their customers, competitors and the state as promoter and defender of the general interest on short and long term. Setting up the marketing optic is the main cause that imposed the substantiation of prices based on factors and by this, the convergence of theories regarding the essence of prices. The decisions on prices involve more protagonists except the organization itself, being drawn other categories: competitors and consumers. The enterprise must anticipate the reactions of each party and prepare decisional variants to make possible the achievement of the pursued objectives. The price decisions are games with negative amount and the external factors are hard to control in the enterprise and the price is conferred the character of exogenous variable. Among these factors, the most important are: demand, competition, distribution, legislation and inflation. The demand of a product in the market is represented by the quantity of the product that could be bought at a certain price. The demand for a certain good is influenced by its price, constituting the determinant factor, and also by other non-price factors appearing under the name of demand conditions. DOI: 10.1515/kbo-2015-00612. The elasticity of the demand An enterprise, which reduces the prices in a given moment, will not have the same demand when it is going to increase the prices to the previous level. The way a demand modifies as a consequence of the change of price defines the sensitivity of demand to price. An important indicator for measuring quantitatively is the elasticity coefficient by which quantifies the evolution of price to change with a certain unit of price. To gain more precise results, the elasticity is estimated by taking into account the midpoint of prices and the average value of the volumes sold at these prices. The elasticity coefficient takes negative values because when the price lowers, increases demand. Depending on its size, the enterprise may adopt certain decisions leading to the achievement of pursued objectives. Thus, three cases may appear: E < 1 characterizes an elastic negative demand, the most common situation in the market. The low price would represent a means to increase sales and the other way around. This type of coefficient does not totally estimate the reactions of the demand to the price change EE [-1, 1], it suggests the fact that the demand is little sensitive to the price, an increase/ a decrease generating a change in the sold quantity, E > 1 expresses an elastic positive demand. A price increase leads to a growth in the same sense of the demand, but in a higher proportion. The elasticity of the demand is not the same in all price levels, being influenced by the changing sense. The consumers are more sensitive to price increases, being differences of elasticity on consumer segments. The elasticity valuing is important to elaborate the price policy objectives. The sensitivity of the demand to the price is determined by many factors: the degree of originality of the product, the knowledge level of the substitute products, the effect of difficult purchase, the effect of total expenditure, the effect of final advantage, the effect of dividing the cost, the effect of the investment, the effect of quality-price, the effect of storage. Measuring the sensitivity of the demand is an important step for decision-making in the prices, and the used methods intend to evaluate past behaviors through the performed purchases or to quantify certain variables such as preferences reflecting future behavioral aspects which may be adopted starting from different price levels. A certain change of price will have effect on the demand only if it is sufficiently important to be perceived and when the other conditions remain the same, the larger the distance between the price of a product and the average price of the product group to which it belongs is, the better differentiated from the competition is, and the demand is less elastic the smaller the market share of a product is, the lager the elasticity of the demand for this, depending on the price is, because a reduced modification of the number of sold units may be a greater percentage change than if the product would hold a high market share; the primary demand elasticity is greater in the early stages of the product life cycle while the selective demand elasticity is higher in the last stages of the product life cycle. Knowing the form of demand elasticity presents a greater importance in the decisional process because in the practice of lower prices, the profit maximization is only possible in case of elastic demand. Market competition leads to the creation of interdependences between participants because the consequences of initial actions are influenced by the behavior of others. The intensity of such reports depends on the degree of product differentiation by the occupied position on the market, the segments they address to, the demand sensitivity to the prices of competing products, the competition type existing on the market. The non-price forms of competitions should be taken into account when assessing the competition's impact on price policy. The position of the enterprise on the market should be taken into account when assessing the competitive factors. Competitors influence the price by certain elements: own structures of price, their marketing actions and cost structure, supplied information. Knowing the competitors' price structure is important to identify the unexploited tactical actions and their utilization. The price impact is greater in the direct competitions ratios than in those of indirect competition, the impact is greater for the current use substitute products than those of long term use. Different competitive situations on the market exercise a greater influence on price decisions. Regarding the prices-competition ratio, it appears the situation when a competitor may obtain an advantage by practicing a lower price if the other competitors do not decrease the prices. The decisions in the price field that are influenced by distribution aim to the final price stabilization to which the product is going to be sold, and on the other hand the sale price level to the intermediaries. The final price established by the manufacturer has orientative character and is determined by the successive imposing of added shares corresponding to all distribution checks by which the product passed.
The consumer goods market
It is appealed to intermediaries in order to transfer consumer goods to the final consumers, leading to the appearance of some new factors in price management in the distribution channel. It is necessary to know the interaction between members in decisional situation considering the price in the distribution channel; it is imposed the quantification of the degree of strategic interaction on vertical defined as the direction of a member's reaction from the channel to its partners' actions. The manufacturer can recommend retailer to maintain a certain level when managing the price. There are two situations: maintaining a minimum resale price, and a maximum one. The efficient management of the manufacturer -distributor relations depends on the success of price strategies for both parties on the consumer goods market.
Conclusions
When establishing prices, the enterprise may face a limitation of its decision-making field of regulation imposed by the state to ensure a correct behavior of operators on a certain market and to be able to coordinate certain activity sectors. The abuse of determined position held by the economic agents on a market is forbidden because it can lead to imposing sale or buy prices, tariffs and other unfair clauses. Due to a dominant position held on the market by the enterprise, it can practice excessive or ruining prices, prices under the costs in order to remove competitors or it can export its products under the production cost, following to cover the difference by increasing the price on the domestic market. When the company turns to the distributors' services to market its products, it must anticipate the effects of its own price decisions on them. The efficient management of the manufacturerdistributor relationships conditions the success of the price strategies for both parties in the market of consumer goods. The influence is a factor which affects the price level. The elasticity of the demand in the price for the same product can have different levels depending on the size of the time interval since the change in the price. The capitalization of the inflationary effects should take into account that the economic agents need to adopt an ethical behavior by practicing fair prices.
